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As a leading U.S. publishing firm, 
Miller Freeman serves many key 
industries with highly-specialized 
journals that provide selective 
readership and selective advertis- 
ing coverage. Markets outside the 
U.S. are served by long-estab- 
lished publications in the world- 
wide mining and pulp and paper 
industries; plus external coverage 
of construction, commercial fish- 
eries and forest products through 
CONSTRUCTION WORLD, 
PACIFIC FISHERMAN IN- 
TERNATIONAL, THE LUM- 
BERMAN, THE TIMBERMAN, 
and a new publication, WORLD 
WOOD, which will have a con- 
trolled circulation of over 8,000 
in 85 countries. 

The combination of these ac- 
tivities provides international 
advertisers with a single source 
for selective advertising coverage 
and for authoritative market data 
on a variety of international 
industries and markets. Contact 
your nearest Miller Freeman office 
for any information you require. 
We’re glad to be of service. 
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CALL THE 
MILLER FREEMAN MAN 





FOR WORLD-WIDE 
MARKET DATA, 
RECENT AND RIGHT 


WORLD if 
MINING 


WORLD MINING: Covering 
the world-wide metal mining in- 
dustry. Circulation (BPA) 12,500 
(No U.S. circulation). Compan- 
ion publication to Mining World 
(North America) 


PULP & PAPER 
INTERNATIONAL: 
Covering the world-wide 
pulp paper and paper- 
board industry. Con- 
trolled circulation over 
4,000 (No U.S. circula- 
tion). Companion publi- 
cation to Pulp & Paper 
(North America). 


INTERNATIONAL OFFICES 


Portland 5, Oregon 
731 S. W. Oak St. 





Chicago 26, Illinois 
1791 Howard St. 


San Francisco 5, Calif. 
500 Howard St. 


EX 7-1881 CA 2-1314 RO 5-3420 
Seattle 4, Washington Los Angeles 65, Calif. New York 17, N.Y. 
71 Columbia St. 3501 Eagle Rock Bivd. 370 Lexington Ave. 


MU 3-9294 


London W. 1, England 
130 Crawford St. 
WEL 3624 


MA 2-1626 CL 5-7194 


Cleveland 3, Ohio 
4500 Euclid Ave. 
EX 1-4180 


Vancouver 3, B.C. 
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Koin-Merheim, West Germany 
28, Attendorner Str. Phone: 871752 
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In this issue... 


... We present a special report on Audience Measure- 
ment Services available around the world, prepared 
for the IAA Research Committee by Dr. Edwin F. 
Wigglesworth, Research Director, Foundation for the 
Advancement of International Business Administra- 
tion. 

The Research Committee 
undertook this project to 
provide IAA members with 
a comprehensive guide to 
services outside the United 
States which measure the 
size, composition or quality 
of audiences for publications, 
radio an television on a con- 
tinuing basis. 

Most of the information 
was obtained from replies to 

Henry R. Webel questionnaires which were 
sent to 67 people in 26 countries. Information was sup- 
plied by 29 of these sources covering 46 organizations 
with a total of 81 measurement surveys. Some addi- 
tional information was drawn from two studies by the 
International Chamber of Commerce. The 1953-1954 
ICC compilation Advertising (Conditions and Reg- 
ulations in Various Countries) covers media, rates, 
standards and practices, professional associations and 
bibliography in 14 countries plus a description of what- 
ever publication readership measurement effort was 
being made in each country. The 1960 Revised Survey 
of Research Into Radio and Television Advertising in 
Various Countries (Document No. 250-1/11, 6 X. 
1960) describes radio and television audience surveys 





in 11 countries. While there are doubtless some surveys 
which were not discovered, it is believed that the list 
is quite complete. 


Although the questionnaire was limited to continu- 
ing services, a number of sources gave information 
about intermittent surveys which appeared to be of 
such obvious value to media researchers as to warrant 
their inclusion. Also, while no attempt was made to 
explore thoroughly sample design, research techniques 
and methods of reporting, the replies conveyed con- 
siderable useful information on these points. 


For the convenience of our readers, the informa- 
tion on each survey is presented in an extended tab- 
ular form. This information is reported essentially as 
received from the sources with the addition of a few 
editorial notes which seemed helpful for clarification. 
The sources of the data on each survey are listed in 
the third column. The Research Committee has asked 
us to express its appreciation to these people for their 
helpful voluntary cooperation in the Committee’s pro- 
ject. 


We hope the guide will prove to be valuable to our 
readers and will welcome their comments. 


Henry R. WEBEL 
Editor 





Next Month 
The December issue of THE INTERNATIONAL ADVERTISER 
will carry highlights of the addresses given at the European 
Conference of IAA in Madrid. 











@ At the October 18 meeting of the New York Chap- 
ter of IAA Mr. Rodney Erickson, President of Film- 
ways, Inc., described the opportunities which televi- 
sion, now opening up all over the world, was offering 
alert international marketers. The title he had given 
his talk was: “There’s no business like world-wide 
show business.” 


The two recipients of this year’s Alfred Bates 
Awards, a competition sponsored by the Institute of 
Practitioners in Advertising of London, Oliver Baxter 
of Greenly, Ltd. and Barry Davis of S. H. Benson Ltd., 
were honored guests. 


Robert Devine, Chapter President, has appointed 
the following committee chairmen: 


Paul Green, Education; Monte Johnson, Finance ; 
Frank Bernarducci, Membership; George Ken- 
dall, Nominating; C. R. Devine, Program; Mary 
Garcia, Public Relations; Kenneth McDonnell, 
Fall Outing; Lucille Paterniani, Christmas Party. 





On the Cover 


Nothing is wasted in the Philippines — witness this Filipino 
child wearing a shirt made of a sack which had contained 
fertilizer supplied by the Economic Cooperation Administration. 
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in 
And Smit's know it uncommonly well. Day in, day out, their media and market research services are 


europe 


fact-finding, reporting and interpreting significant trends in the developing markets of Europe. 
smit’s 
For Smit’s are an agency with a contemporary (and outstandingly effective) approach to the 


know 


advertising and marketing problems of their clients. Smit'’s understand the requirements of today and 


the 


the needs of tomorrow. Their service is comprehensive and now includes T.V., ready for the day when 


uncommon 


commercial transmissions begin. More and more leading U.S. executives are recognizing that to compete 


markets 


successfully in the European market, they need an agency like Smit’s; an agency with a progressive 
too 

outlook and wide experience; which is already handiing a substantial number of American 

products; an agency whose executives have been trained in both American and British agencies, 

the better to ensure that in Europe foreign and domestic accounts are right at home with Smit’s. 

Among the famous names at Smit’s are: Ardath Tobacco Co. - Burroughs - Chesebrough- 


Pond's - Colgate-Palmolive - Ford Motor Co. - Heineken Beer - Kellogg's 


KLM Royal Dutch Airlines . Nestle . Parker Pens . Unilever-Emery. 


Smit’ S Advertising 


Amsterdam The Netherlands 


You can read about the agency's development, domestically and world-wide, in their new booklet. 
Cable or write for a copy to: Smit’s Advertising, 1-3 Leidseplein, Amsteraam-C., The Netherlands. 








IAA IN SWEDEN — a progress report 


THE INTERNATIONAL ADVERTISER has asked Mr. Erik Elinder, one of the initia- 

tors of the Swedish IAA group and its first Chairman, to describe the growth of 

our organization in that country, where there are more members of IAA in pro- 
portion to the population than in any other country in Europe. 


bane at the beginning of the 1950’s it was pro- 
posed that the individual IAA members in 
Sweden—possibly no more than 4 or 5 at that time 
—should meet regularly to share the fruits of their 
experience, this suggestion was met with scepticism 
from many quarters. 


Already at that time there was no lack of strong 
organizations in the field of Scandinavian advertising. 
The advertising agencies had long had a powerful 
trade organization. So had the newspaper publishers, 
book-printers and large-scale advertisers. The Swedish 
Sales and Advertising Federation had in addition for 
some decades been gathering all the various pertinent 
groups for consultation and discussion in a number of 
clubs carrying on intensive activity with meetings and 
courses. The strength of the organization is such that 
today in our country, with its mere 7% million in- 
habitants, it has over 5,000 members, i.e. nearly one 
member per 1,000 population. A similar state of af- 
fairs exists in Finland, Denmark and Norway. Since 
the early 1930's the different Scandinavian federations 
have held Scandinavian Advertising Congresses every 
three years with high attendance. Many people there- 
fore asked themselves “Js there really a need for any 
more international advertising and sales organiza- 
tions?” 


Others called attention to the excellent work which 
had long been done by the International Chamber of 
Commerce. This work, coupled with Scandinavian co- 
operation resulting from personal contacts among 
leaders of national organizations, plus Scandinavian 
conventions every third year, ought surely to be 
enough. 


Co-operation between trade groups is, of course, an 
excellent thing, but it can never replace personal con- 
tacts and the exchange of ideas and know-how be- 
tween individuals working in different countries. Ad- 
mittedly we made the acquaintance of colleagues from 
all the Scandinavian countries at those sporadic con- 
gresses, but in the world of tomorrow, and even of 
today, this is not enough. There were many of us in 
Sweden who had long felt the need for an interna- 
tional organization with personal membership. IAA 
proved to be just what we were looking for, and af- 
ter Dr. Eric Stoetzner had visited Sweden at the be- 
ginning of the 1950’s he recruited year by year a 
small but steadily growing circle of advertising and 
sales executives, who faithfully paid their membership 


fees to the “Export Advertising Association,” as it 
was then known, and who, although they admittedly 
received relatively little, (if anything at all) for their 
money, still believed that in this way they could as- 
sist a new organization to come into being. 


The great milestone in the work of IAA in Europe 
was the first IAA Congress in Zurich in 1955. I do 
not think that one can overestimate the contribution 
made by Dr. Rudolf Farner in taking the initiative 
in arranging this Congress. Its many opportunities for 
personal contacts between representatives of different 
countries immediately created the image of IAA in 
Europe. All the sceptics and the “doubting Thomases” 
suddenly saw that IAA was capable of giving them 
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In our last issue, we presented a chart, also prepared by Mr. Elinder, 

showing the number of IAA members in Europe, by countries. The 

above diagram is interesting in that it relates [AA membership to 
total population. 
































something more than their national advertising fed- 
erations and the International Chamber of Commerce 
could ever offer, with all due respect to their very 
great contributions. Before 1955 advertising executives 
from all over Europe had met at infrequent intervals 
in London, in Berlin and other places. But with the 
advent of IAA this element of personal collaboration 
began to acquire a regular heartbeat and the throb 
of activity gained in strength. There are many who 
have attended all the European conferences held by 
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IAA so far: Zurich in 1955—The Hague in 1957— 
Vienna in 1959, and Madrid this year, as the IAA 
European conferences have already become a tradition. 


We have learnt from our experience in Sweden, that 
a large European congress held every other year is not 
enough if IAA is to make progress in a particular 
country. IAA has much more to offer. No organiza- 
tion can live with a rate of breathing as low as that. 
Between the large congresses a feeling of unity must 
be built up among IAA members in each individual 
country by means of regular meetings. In Stockholm, 
IAA has in recent years organized a series of lunch 
meetings. Other advertising organizations in Sweden 
work on the principle of evening meetings. IAA has 
consistently summoned its members to lunch meetings 
and thus become something of an “international ad- 
vertising rotary club” at which gifted speakers have 
presented their viewpoints to a growing audience of 
interested listeners, partly IAA members and partly 
sympathizers with the movement. A general ban has 
been enforced at these lunches on “international blah- 
blah,” hot air and phrase-mongering. Instead, our 
speakers have been asked to speak succinctly on how 
to solve various problems on questions of costs and on 
results achieved. The over-all aim has been to give 
every participant at an IAA lunch food for the mind 
as well as for the body and to send him home with 
information which will be of use to him in his daily 
work. 


Another project which proved of great benefit to 
the work of IAA was the study trip to Holland, which 
was arranged in November, 1960. During this trip 
the IAA members were united in a bond of comrade- 
ship, which can never be attained by the holding of 
any number of lunch meetings, however effective 
these may be. Among those who took part in the trip 
were many individuals from all over Sweden who had 
not previously participated in the work of IAA. Since 
their return many of these have joined IAA and con- 
tributed to the swift growth of our organization. 


The IAA committee in Sweden is at this very mo- 
ment planning an extension of its activities by means 
of study circles to meet regularly over a number of 
months in order to study specific problems, as for in- 
stance “Selling Swedish goods in Great Britain.” It 
is hoped that the circle will round off its course of 
study with a trip to the country concerned. If this 
program can be carried out simultaneously with our 
series of lunch meetings, it will without doubt give our 
old members even greater value for their money and 
bring anew members into our organization. 


I am well aware that IAA cannot and should not 
seek to become an organization large in numbers. It 
is quality and not quantity which determines the suc- 
cess of an organization. Bearing in mind the impor- 
tance of international exchange of knowledge for the 
individual, for business enterprise and the nation as 
a whole, there should be no difficulty today in gath- 
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ering together well qualified groups of considerable 
size in the majority of European countries in order 
to maintain regular contact between the large-scale 
IAA conferences. 


One problem that we have come up against is that 
advertising agencies and media representatives often 
show much greater interest than do advertisers. There 
was a time when IAA in Sweden was composed main- 
ly of members from the first two categories. To coun- 
teract this trend we set about resolutely to interest the 
advertisers themselves, and have now succeeded in 
bringing quite a number of active advertisers into the 
Swedish branch of IAA. We hope that the Madrid 
Congress will have given new impetus in this direc- 
tion. It is our aim that at least 50% of our members 
shall be advertisers. 


IAA in Sweden has made swift progress in the 
past 10 years, but we are still only at the beginning. 
The increase in activity emanating from New York, 
including the issue of this publication, is of great im- 
portance to us in this context. The USA, after all, 
is very far away and problems there are not always 
identical with ours. A strong European organization 
is for this reason of extremely great value to us with 
its congresses, specialist meetings, workshop meetings, 
etc. To these must be added as an indispensable fac- 
tor, if we are to succeed, a strong national IAA group 
holding regular meetings and organizing planned study 
programs. It all takes time and it all requires work, 
but the returns in terms of inspiration and informa- 
tion of practical value far exceed the time and ef- 
fort expended. 





Plans to accomodate some 1,500 delegates expected 
to attend the IAA World Congress to be held in Stock- 
holm in 1963 were discussed at the general annual 
meeting of the Swedish Chapter which took place on 
October 3rd. 





Member J. V. Keneally (right), Union Carbide International Company 

Advertising Manager, discusses emergency airlift shipment of Sevin 

insecticide to Egypt with D. R. Ackerson, also of UCIC Advertising 

Department. Plans called for 100 planes to airlift two million pounds 
of insecticide from New York to Egypt. 








Member Jonas S. K. Schiotz, advertising manager of 
A/S ALLERS FAMILIE JouRNAL, has kindly sent us the 
following interesting account of the development of 
magazines in Norway. 


Few countries, if any, can match the explosive 

growth of Norway’s magazine press in the post- 
war years. In 1938 Norwegian magazines had an 
average net paid circulation of 630,000 a week. In 
1960 they boasted an average net paid circulation of 
2,300,000 a week, that is, in 22 years the circulation 
had more than trebled. A circulation of 2.3 million 
means a Sale of 65.7 copies a week per 100 inhabi- 


THE EXPLOSIVE GROWTH 
of 
NORWEGIAN MAGAZINES 


tants (the total population of Norway being 3.5 mil- 
lion people). This figure places the Norwegian among 
the greatest magazine readers of the world. 

The modern Norwegian magazine press dates back 
to the 1880’s. The oldest existing Norwegian maga- 
zine, “Jllustrert” (Illustrated), was started in 1887. 
At the same time new Danish magazines entered the 
Norwegian market, but although Danish is easily un- 
derstood in Norway the Danish magazines were only 
a moderate success with the Norwegian public. There- 
fore two leading Danish Magazine publishers estab- 
lished independent magazines in Norway in coopera- 
tion with their Danish counterparts. These magazines, 
“Allers Familie-Journal’ (Aller’s Family Journal) 
and “Hjemmet” (The Home) are still among the 
leading Norwegian magazines. 


After World War I the circulation of the existing 
magazines soared, and new successful magazines were 
launched. In 1933 “Norsk Ukeblad” (Norwegian 
Weekly), another family magazine, started publica- 
tion. In 1960 it had an average net paid circulation 
of 265,620, which is by far the biggest circulation in 
Norway of any publication. Up to World War II the 
family magazines dominated the Norwegian maga- 
zine press, but by the end of the thirties the first mod- 
em woman’s magazine, “Alle Kvinner’s Blad” (All 
Women’s Magazine), appeared and was an immedi- 
ate success. A little later Norway’s second woman’s 
magazine, “Norsk Dameblad” (Norwegian Ladies’ 
Magazine), was started. In 1939 the first Norwegian 
magazine of the modern type, “Bilder” (Pictures), 
was launched and became very popular. 

During the twenties and thirties Norwegian adver- 
tisers realized that the magazines had become one of 
the most effective advertising media, and magazine 
advertising increased rapidly, particularly after four- 


color photogravure and offset printing were intro- 
duced in the magazines. 


With the German occupation of Norway during 
World War II the development of the Norwegian 
magazine press was broken. Several Norwegian maga- 
zines were stopped by the Germans and their editors 
imprisoned, other magazines closed down voluntarily 
for the rest of the war years. 


The liberation of Norway in 1945 opened a glor- 
ious, but difficult era for the Norwegian magazines. 
After years of suppression the Norwegian people hun- 
gered for a free press, and when, in the post-war 
years, they could once more choose their own read- 
ing the circulation of magazines as well as daily news- 
paper increased with explosive speed. Never before 
was so much read by so relatively few. But the growth 
of the magazines was hampered by all sorts of diffi- 
culties and restrictions. Just after the war there was 
a great shortage of newsprint even in a paper-pro- 
ducing country like Norway and a severe rationing 
of newsprint was imposed on the magazines whereas 
the daily press was treated more liberally. After the 
shortage of newsprint was overcome the strict ra- 
tioning system was kept for years in order to allow a 
greatest possible export of newsprint, as Norway was 
in a great need of foreign currency. 

Newsprint rationing meant that the magazines were 
allowed to appear only fortnightly and with a limited 
number of pages. They were also severely hit by oth- 
er restrictions. The import of printing machines was 
restricted, and magazines got only limited quantities 
of printer’s ink. A general price freeze prevented a 
necessary adjustment of the advertisement rates. And 
so on. 

In spite of these difficulties, circulations rose to 
an all-time high in the postwar period, and a num- 
ber of successful new magazines were launched. From 
the beginning of 1954 the magazines were allowed 
to appear weekly again, and at the same time most 
of the other restrictions were also repealed. Again 
the magazine publishers were allowed to print as many 
pages as they wanted, and in a short period the num- 
ber of pages rose from 24 fortnightly to 70-80 pages 
weekly. Instead of competing for the very limited 
quotas of advertisement space, the advertising agen- 
cies were allowed to book practically as many pages 
as they wished, and advertising soared. The magazine 
share of the gross billings of the Norwegian advertis- 
ing agencies rose from 7 million Norwegian kroner in 
1953 to 26.6 million kroner in 1960, and this increase 
is continuing. During the same period advertising in 
Norwegian dailies also rose considerably, but not quite 
so fast. In 1949 the magazine share of the gross bill- 
ings of the advertising agencies in Norway was 12.8 
per cent as against 66.6 per cent for the Norwegian 
dailies. In 1960 magazines accounted for 17.4 per 
cent of the advertising expenditure through adver- 
tising agencies whereas the daily newspaper share 


(Continued on page 22) 
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Motion Picture 
Advertising 
in Spain 


ATTENDANCE figures are higher in Spain than any 

other country, and I sincerely believe that no 
great campaign can be conceived without thinking of 
the cinema.* 

The lack of distractions—fewer dances, fewer varie- 
ty shows, fewer bars with juke boxes—all have helped 
the cinema to maintain a most extraordinary enthu- 
siasm. 

The cinemas themselves, numerous, are in general, 
and this includes the provinces and the small town- 
ships, spacious, modern and comfortable. The tech- 
nical installations are of recent date. And on top of 
this, most of the cinemas are air-conditioned so as to 
be able to cater for any really hot summer. 

Furthermore, in the south and the east, there are 
hundreds of open-air-theatres which, though it may 
appear incredible, change their program every night, 
and this during the three summer months! 

It is by no means unusual, in Andalucia, to see, 
about three o’clock in the morning, something like 
three thousand people leaving the bull-ring where, 
for this occasion, Luis Miguel Dominguin and An- 
tonio Ordojiez have left their rightful position to Rock 
Hudson or Gary Cooper. 

In a statistical synoptic statement, drawn up in 
1958 by the United Nations—I should not wish to 
cast any doubt on the source of my figures—Spain is 
placed at the head of the table, with 7.4 inhabitants 
per available seat, against Italy with 10.8, Canada 
and England 13.4, U.S.A. 14.00, Argentina and 
France 15.9, Mexico, Western Germany, India and 
the Soviet Union 28.6, whilst the figures for Japan, 
Brazil and Indonesia are 32.1. 

Spain also figures at the head of the classification 
of number of motion picture houses per inhabitant 
there is one cinema for every 4,331 inhabitants, whilst 
corresponding figures are France 7,651, U.S.A. 8,850, 
be it noted, 12,211 for England! 


Furthermore, basing myself on official statistics and 
on the results of a survey which I carried out on behalf 
of my Company—together with three important 
clients: Lever, Nestle and Gallina Blanca (a popular 
type of instant soup)—TI am able to tell you that 

32% of Spaniards go to the cinema once a week; 
22% go twice a week; 
13% go three times a week; 
5% go four times a week; 
312% go every day! 

We were particularly interested in the comportment 

during the intervals of these millions of cinemagoers. 
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This doll, known as “Miss 
Norge” in English speaking 
countries, ““Norgette” in Europe, 
the Middle and Far East and in 
Africa, and as “Norgita” in 
Latin America, is being used as 
a new advertising device by the 
Norge Division of Borg-Warner 
International. She will be avail- 
able for Christmas to Norge 


x 
dealers and distributors. Even 


places such as Samoa, Lebanon, 
Canary Islands, Kuwait, Nether- 
lands, Guam, Madagascar, have 
shown interest in the new 

} Norge debutante. 

And our survey revealed—something almost incredible 

—that of each hundred spectators who were ques- 

tioned, 95 had not left their seats at the moment when 

the advertising films were shown. 

The program is shown with the lights half-lowered, 
and the spectators, although they have the certainty 
of finding their seats empty when they return, as they 
are numbered, do not even bother to get up for cof- 
fee. Our survey also showed that the purchase of a 
television set has not altered the custom of going to 
the cinema, except as far as people over 55 are con- 
cerned. 

If to-day there are 6,500 cinemas in Spain, about 
half of them—and these represent practically all which 


are of interest from a commercial point of view—are 
subject to a strict control. 


Slides have practically disappeared. In those places 
where they are still used, they are usually limited to 
local advertising. Decorated and printed curtains and 
gramophone records are no longer used, nor would 
one find the free distribution of samples, which for a 
time had its moment. 

The time alloted to advertising films lasts about 
eight minutes. They are composed of films whose 
length varies between 22 and 30 metres, but an ef- 
fort is being made whereby they should be standard- 
ized at 14 and 27 metres, that is 30 seconds or 1 min- 
ute, respectively. 

Contracting of these films is made on the basis of 
price per metre per week, the same as in the majority 
of the countries represented in the big international 
chains of I.S.A.S. and I.S.P.A. 

Filmlets of 7 metres, or 15 seconds, are also shown. 
They are contracted on a monthly basis. 


/) 
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* The above article is based on remarks extracted from a lec- 
ture given by Mr. Jo Linten, general manager of Movierecord, 
Madrid, on the occasion of The International Advertising Con- 
ference held in Nice earlier this year. 























































AUDIENCE MEASUREMENT SERVICES 





The purpose of the study conducted by this committee is to provide a handy reference guide to 


measurement services available outside of the United States. 


Detailed data on the scope and methods of the surveys were not reported fully, so no definitive 
analysis 1s possible. However, such details as were reported are summarized below to give a general pic- 


ture of the approach to audience surveying around the globe. 


THE IAA RESEARCH COMMITTEE 
Monroe L. Mendelsohn, Chairman 


Members: Gerald Broidy, Harry Q. M. Clawson, Robert Coen, J. C. Constable, Edwin David, 
Albert Roon Edwards, Paul Erdos, John Fayerweather, Clyde D. Marlatt, Jr., Ilmar Roostal, Luber- 


tus Smilde, J. K. Van Denburg, Jr. 





SAMPLING 
Sample Size — Publications 
Country Sample size as % of universe 
Switzerland 0.2%  ( 3,000 of 1,500,000 households) 
Belgium 0.14 = (10,000 of 7,000,000 persons) 
Canada 0.02 (no totals given) 
Sweden 0.3 z fs He 
Germany 0.3 (10,000 interviews) 
Norway 0.4-.5 (no totals given) 


Sample Size — Radio and Television 


Country Sample size as % of universe 
Union of South Africa 0.7% (15,000 of 2,116,500 
adult Europeans of 16 or over.) 


Mexico 5.5 (no totals given) 

Jamaica 5.6 ‘i ‘a ‘: 

Puerto Rico 20.0 “i és sé 

Thailand 15-20 3 " ? 

Ireland 70. si a ~ 

Venezuela ae 3 “4 - 

Austria - (3,000, both sexes; diary 
method) 

France - (3,000 to 4,000 households; 
interviews) 

Italy (Panels of 400 adults; 


mail and telephone) 
- (2,000 - 15,000 adults; 
interviews) 


AGE OF INTERVIEWEES 


Some mentions were made of the minimal ages of the persons 
interviewed: 


Publications: Belgium “over 15” 
Ireland 15 
Radio, and TV: U. of S. Africa: 16 
Austria “over 16” 
Italy “16 and over” 
Pubs., R., TV: Denmark 12 
INTERVIEWING METHODS 
Methods of Contact (Interviewer-Interviewee) Sources Reporting 
Personal interview 4 
Telephone survey 4 
House-to-house interview 22 
Mail 4 
Instrument (or mechanical device) 7 
Camera/audimeter 2 
Mechanical plus listener panel 2 
Audimeter/recordimeter 3 
Diary method 4 
Qualitative Techniques or Structuring Sources Reporting 
Depth interviewing 2 
Strict probability sampling 2 
Area probability plus panel ] 
Aided recall 1 
3-stage quota sampling 1 


Combinations Sources Reporting 


Personal interview, aided recall, 3-stage quota sampling 
Telephone, house-to-house 
Mail, telephone, house-to-house 
House-to-house, personal inter. 
House-to-house, audited by house-to-house 
and telephone 
Mail, house-to-house 
Camera, audimeter, telephone, mail, house-to-house 
Diary, interview 


FREQUENCY OF PUBLICATION 
Frequency Radio TV. Cine. Pub‘’s. Rad. Tv. 
Monthly 1 2 
8 per year 
Every 2 months 
Quarterly 
3 times anually 
Semi-anually 
Annually 
Irregularly 
Regularly 
At intervals l 
Occasionally 1 
“Small-based 
continuous” 1 
Infrequently, on 
a yearly basis 1 l 4 
Not specified 4 3 1 5 
TOTAL 27 23 6 26 4 


ss 


KooonNnh »} = 


m= NO me DO CO DD 
oo nD 
me OOD 


DISTRIBUTION 


Private, for sale to general public 
Cooperative effort, restricted to members 17* 
Not specified (but many are presumed to be available 
upon request due to known sales practice 
of producing agency) , 12 
Free to interested parties 8 


Total 


me 
= CON OS COT em Or sT DD OD 


— 


6 
13 
86 


Respondent firms 
24 


* Many services, while restricted to the cooperating members, are 


frequently made available to others upon request. 


Symbol Code 


NS not specified 
P publications 
Cc Cinema 

3 Television 

R Radio 


ICC/AD, followed by letter indicating coun- 
try and page number, represents Inter- 
national Chamber of Commerce report on 
Publications (see text) . 

ICC/250, followed by page number, re- 
presents International Chamber of Com- 
merce report on Radio and Television 
(see text) . 
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COUNTRY TABLES 








Country Medium Source of Information Title of Survey Nature, Extent of Coverage Measurement Method 
AFRICA 

Union of R Grant Advertising (Pty.) “Survey of Radio audience, adults (over Personal interview; aided recall; 

South Ltd., 44 Plein St., Radio Listening | 16), European only. Univer., 3-stage quota sampling. 

Africa Johannesburg in South Africa” | 2,116,500. Sample, 15,000. 








Jamaica, R 
B.W.I. 

Mexico | 
Puerto R,T 
Rico 


AMERICA, CARIBBEAN AND CENTRAL 


C.W. Wilson, Caribbean 
Research Ltd., 
12 Tangerine PI. 


Kingston 10, Jamaica, B.W.I. 


International Research 
Associates, S.A. (INRA) 
350 Fifth Ave., 

New York, N.Y. 

Business Research Institute, 
Santurce, P.R. 


“Caribbean 
Research Radio 
Ratings” 


“Radiometro de 


México,” El 
Videometro de 
Mexico” 

“BRI Radio 
Television 


Radio audience; sample as % 
of universe: 5-6%. 


Radio and television audiences; 
sample as % of universe: 5.5%. 


Urban radio and television 
audiences; sample as % of 


Telephone’ survey; _house-to- 
house interview “to expand 
coverage to non-telephone sub- 
scribers.” 

House-to-house interview (per- 
sonal coincidental) . 


House-to-house interview (coin- 
cidental) . 








(All Canadian services, except Nielsen, 








graphical distribution, composi- 
tion; ranks programs and sta- 
tions. 


reported with comments, by MacLean-Hunter Co., Ltd.) 


Index” universe: 20%. 
AMERICA, NORTH 
Canada P Canadian Advertising NS A “major audience” study on NS 
Research Foundation magazines and farm papers. 
Address, NS. 
P Gruneau Research Limited “Canadian Magazine and farm journal House-to-house interview. 
Address, NS. Consumer readership. Sample as % of 
Publications universe: .02%. 
Report” 
? Maclean-Hunter Publishing NS Audience studies on 28 business | Personal interviews. 
Company Limited, publications. 
481 University Ave., 
Toronto 2. 
R,T | A.C. Neilsen Company “Neilsen Measures, by county, no. and % NS 
of Canada Limited, Coverage of homes tuning to ea. sta., for 
2436 Yonge Street, Toronto. Service” broad spans of time. 
R,T | Neilsen “Neilsen Program audiences for stations |Combined mechanical and sel- 
Broadcast in leading markets, quarter hour |ected listener/viewer panel. 
Index” periods. Audience size, geo- 





AMERICA, SOUTH 
Argentina 


Ecuador 


Venezuela 








R,T 





Joshua B. Powers Inc., 
New York, cites Instituto 
Verificador de Circulaciones, 
Buenos Aires. 

Ricardo de Luca- 
Publicidad Tan S.R.L. 

cites Instituto Lanus, S.A., 
Buenos Aires. 

Centro Estadistico de 
Mercado y Opinién Publica, 
P.O. Box 3055, Quito. 
(CEMOP) 

Federacién Venezolana de 
Agencias Publicitarias, 
(FEVAP), Caracas, cites 
DATOS C.A., Avda. Eco de 
Miranda, Edf. Easo, 2 piso, 
Caracas. 

International Research 
Associates, C.A., 


Edif. Union, Sabana Grande, 


Of. 43, Caracas. 





NS 


NS 


NS 


“Radiometro” 
“Videometro” 





Principal newspapers and “most 
of the leading magazines in 
Buenos Aires and other leading 
cities.” 

All media. 


Newspaper readership, radio and 
cinema audiences “all over the 
country.” 


Radio, TV audiences, newspaper 
and mag. readership. Sample as 
% of universe, .01%. 


Radio, TV audiences, ‘on a na- 
tional scale of about 20 of the 
largest cities... 759% of the 
urban pop.” 





NS 


Mail, telephone surveys, house- 


to-house interviews. 


House-to-house and personal in- 


terviews. 


House-to-house interviews. 


Diary method. 
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ers Coverage by 
Frequency Distribution Comments of Source ICC Studies 
Sampling, every 2 Sponsored by So. African Broadcasting 
weeks; published Corp.; no public sale; free to accredited 
every 2 months. agts., S.A.B.C.; distributed to other 
broadcasting corps. and libraries. 
Quarterly. Private; results for sale to general | “Are developing plans to have continuing newspaper ad ef- 
public. fectiveness and on a 6-month basis newspaper and magazine 
readership.” 
Monthly. Private; results for sale to general | “In operation in Mexico for 13 years.” 
public. 
Quarterly. Private; results for sale to general | “This type of audience measurement should give breakdown 
public. for metropolitan areas and for economic classes.” 
First made in 1949, | NS but presumption of public use | “In these studies, a project committee was set up, composed | ICC/AD 
repeated, 1952. warranted. of three advertiser members, three agency members and three | USA, p. 20 
members representing the media involved.” Can., p. 8, 


First made in 1955, 


repeated, 1957. 


NS 


NS 


Monthly. 


Private; results for 
public. 
NS but presumption of 


warranted. 


sale 


to general 


public use 


Private; results for sale to general 
public. 
Private; results for sale to general 


public. 


“... included all the major magazines, newspaper supplements 
and farm publications.” 


“These studies were patterned along the lines of business 
paper studies conducted by the Advertising Research Found- 
ation.” 


“This ... provide (s) reports on 15 major markets. (which) 
account for over 800% of Canada’s TV homes.” 


“Each measured month...made up of four consecutive 
measured weeks ...makes it impossible for unusual events to 
have excessive influence on final... figures.” 

Other Canadian Services Reported 

Comment by Maclean-Hunter (identified above): cites Jn- 
ternational Surveys Ltd. and Elliott-Haynes Ltd. as also mak- 
ing “usual broadcast measurements.” 

Canadian Facts Ltd., Toronto, cites McDonald Research (Ltd.) 
as providing “radio and TV audience services.” 


10, 20, 22. 








Every 6 months. 


NS 


Annual. 


Quarterly. 


R-3 times annually. 
T-3 times annually. 
2 times annually for 


Caracas only. 





NS (see next column). 


For individual clients, also has ‘“‘certain 


surveys for general public sale. 


Is cooperative effort by 


several asso- 


ciations, restricted to their use. 


Private; results for 


public. 


Private; results for 


public. 


sale 


to general 


sale to general 





Re distribution: facsimile of an actual report carries the 
legend, “A divulgarse (published) luego de ser (to serve) 
auditos por el I.V.C.” 


*“...is the oldest and principal market research firm.” 


“We are going to open another office in Guayaquil. For the 
first time...we have TV in Quito and Guayaquil; so, we 
will introduce TV in our survey.” 


Source did not specify to which audience the .01% sample 
figure applies. 


“Radiometro” does not give ratings, but estimates of avg. no. 
of commercial ‘impressions’ delivered by each sta. per hour 
per month. Also, averages by day-parts per sta. for ea. 5 major 
zones. 2 reports: Mon./Sat. and Sunday. 

“Videometro” gives daily 1/4 hr. ratings, daily avg. ratings 
by day-parts, ratings of each program, averaged for all broad- 
cast days, estimates of commercial ‘impressions’ for ea. 
program per broadcast month. 
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Country Medium Source of Information Title of Survey Nature, Extent of Coverage Measurement Method 
Venezuela C,P International Research NS (see Newspaper and mag. readership, | Estimates on samples of news, 
(cont’d) Associates, C.A. Comments of cinema audiences. and mags. found in home. Est. 
Source) imates of movie attendance for 
past week, based on direct in. 
terview. 
ASIA 
Japan R,T Central Research Survey, NS Radio and television audiences | Camera, audimeter; tel. and 
P 2 Hibiya Park, in Tokyo, Nagoya, Osaka/Kobe, | mail survey; house-to-house in. 
Chiyoda Ku, Tokyo. Sapporo, and Fukuoka. Newsp. | terview. 
and mag. readership: nation- | Depth interviews, motivation re. 
wide. search. 
R,T Dentsu Advertising, NS Radio and television audiences. | Mech. devices; tel., mail surveys. 
r 7 Ginza, Nishi, Chuo Ku, Newsp. and mag. readership, | Depth int., motiv. res. 
Tokyo. nationwide. 
R,T Japan Social Research NS NS NS 
P Institute, 4-26 Sendagaya, 
Shibuya Ku, Tokyo. 
5 i A.C. Nielsen Co.-Nihon NS, but is Audience size, composition, Audimeters, Recordimeters, col- 
Television Network Corp. intended to be home characteristics; (initially) | lateral records (diary method). 
(Tokyo) ; contact Nielsen the Nielsen Tokyo, Osaka areas. 
New York office, Television 
575 Lexington Ave. Index for 
Japan. 
(All Japanese services, except Nielsen, reported by Dentsu.) 
Philip- R Public Opinion Laboratory NS Radio audiences. House-to-house interviews. 
pines of the Philippines, 
1105 Florida St., Manila 
(INRA-Phillippines) 
ALSO: 
R,T Public Opinion Laboratory NS Radio and television audiences; | Hooper-type telephone surveys 
(Research and Surveys qualitative-quantitative analyses | on R and T. 
Division of The Psychological of R and T programs. 
Center) 
Thailand T,P Coordination Center for Thailand T-V Television audience, metro- | Area probab., supplemented by 
Southeast Asian Studies, Rating Report, politan Bangkok. Sample as % | panel; house-to-house; sampling 
35 Suriwongse Rd., Bangkok Business of universe, 15-20%. over a 1 mo. period. (For TV). 
Research, Ltd. 
(same address) 
UROPE 
Austria International Chamber of 
Commerce, 38 Cours Albert 
I, Paris, cites Austrian NS “Publishes technical data in the NS 
R (1) Broadcasting Corp. (govt.) form of graphs.” 
R (2) Austrian Gallup Institute NS Made 1958 study of potential | House-to-house interview; see 
(for a private advertising audience, actual audience, audi- | ICC/250 for more details. 
agency.) ence profile. Sample of 3,000, 
both sexes over 16. 
Belgium P Doxometrie, S.P.R.L., NS All daily newspapers; 25 weekly | House-to-house interviews. 
22, Ave. Victoria, Brussels 5. or monthly publications. “1 per 
(INRA-Belgium) 700 (10,000 interviews for a 
7,000,000 population over 15 
years) .” 
Denmark P,C, Observa, Institute for Observa Weekly and Sun. newsp. reader- | House-to-house interview 
R,T Erhversanalyser og Media Index ship; cine, radio and TV audi- | “Strict probability sampling.” 
Markedsforskning, ences. 10,000 households, 20,000 
Strandvejen 128, Hellerup, persons over 12. (Note “Com- 
Denmark. (INRA-Denmark) ments.’’) 
Finland P,T Arvo Puukari Topeliusk 7 A, NS “Various audience and reader- NS 





Helsinki 





ship surveys.” 
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Coverage by 
Frequency Distribution Comments of Source ICC Studies 
NS Private; results for sale to general | Survey referred to as, “Supplementary reports on Cine, Press 
public. and Magazines.” 
R,T-Survey, 1 wk. | Private, for subscribers only. ICC/250 
per month. p. 11, 12. 
Publication, NS. 
P-‘Twice per year.” ma 
(Sept. and March) . 
R,T-Quarterly. ee 
P-“Irregular.” 
NS re The Central Research Survey and Japan Social Research 
Institute were identified by Dentsu as “market research firms.” 
NS but presumed | Private, results for sale to general | “It is contemplated that it will be progressively extended to 
to be pub. monthly. | public. other major TV areas in the country.” 
“Small-base conti- | Private, in combination with assoc. of | Survey performed by Philippine Radio Broadcasters Corp., 
nuous surveys plus | radio advertisers, ad. agencies, 2 net- | c/o Robot Statistics, El Hogar Filipino Bldg., Manila. 
2 big nightime sur- | works. Dist. restricted to members. 
veys of 4 wks. ea., 
annually.” 
NS NS, but connection with INRA war- | “We are also contemplating readership studies, in conjunc- 
rants presumption of sale to general | tion with Daniel Starch and Staff, but these have not yet been 
public. formally activated.” 
Semi-annually. Conducted by research firms for sub- | “Readership surveys have been conducted in Thailand and 
scribers (ad. agencies, TV stations, gov. | several other (SE) Asian countries...but not on a regular 
PR agencies, private firms) . basis. Some ... are available for public or semi-public use with 
permission of the clients.” 
“There has been no research into potential station coverage.” | ICC/250, 
p. 2. 
NS Probably available to public, NS. 
One survey, 1958. Having been made for an agency, is 
probably available. 
1952, 1956, 1959; | Private, for sale to general public. “Subscribers must sign that they will keep results confiden- | ICC/AD, 
“every 3 to 4 years.” tial.” Bel., p. 2, 
thru 10. 
Bodden & Dechy S.A., 67 rue du Lombard, Brussels, reported | ICC/250, 
no continuing surveys on ad. media. p. 3, 4. 
Published, Sept. Private, for sale to general public. “... two separate surveys and two separate...audiences: (1) | ICC/AD, 
and April. ... household coverage (the housewives are questioned), (2) Den. p. 4 
..individuals. Persons of 12 years of age and above are | thru 18. 
questioned ...deals with reading, listening, viewing, etc. | ICC/250, 
whether it takes place within the households or not.” Com- | p. 5. 
bined index gives “number of observations in all main tables,” 
percentages, projections of subgroups (houses, persons) for 
ea. med., “double coverage tables” for ea. medium. 
“At intervals”. NS Source cites: Suomen Gallup Inc., Markkinatutkimus (Market 
“Intermittant Sur- Research) Inc. “Our audit bureau of circulations, Levikin- 
veys.” tutkimus Oy, also has started to audit the composition and 
quality of circulations.”... Commercial television . ..has 
started an adequate audience survey but not on a continuing 
basis.” 
“Commercial television is not yet authorized in France.” | ICC/250, 
(Oct., 1960) . p. 8. 
ICC/AD, 
F, p. 6. 
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Country Source of Information Title of Survey Nature, Extent of Coverage Measurement Method 
France International Chamber of Sample, 3,000/4,000 households. | Diary method (each household 
Commerce, 38 Cours Albert Survey has map of regional | fills in the diary for 2 conse. 
I, Paris cites: coverage per station, families | cutive days); 4 sample groups 
R (1) | ETMAR (See Comments listening at “every moment of | used, thus an 8 hr. period is 
of Source) Radio Survey NS the day per 15 minutes,” infor- | covered, 6 a.m. to midnight each 
mation re most popular prog- | day. 
rams. 
si TV Survey NS Audience of “Tele-Luxemburg”. | Diary method plus_ interviews 
before and after diary was filled 
in. 

R (2) | Contact-Express Institute NS Sample, 4,000 households; covers | House-to-house interviews (twice 
potential station coverage, po- | a year for 14 day period each 
tential audience, actual audi- | time) re previous day's tuning 
ence, audience profile. and listener habits. 

P (3) | Office de Justification “L’Officiel Subscriptions, sales per copy, | Accountancy check. 

de la Diffusion de 'O.J.D.” free copies, total net and gross 
circulations. 
Germany r DIVO Institute “Die Zeitschrif- Mag. readership analysis. ““Pene- | House-to-house interview. 
Frankfurt/Main tenleser,” tration within the total popula- 
Am Hauptbahnhof 12, Arbeitgemein- tion is determined.” Sample as 
Frankfurt. schaft Leser- % of univ., 0.39%. 45 mags., 
analyse E.V., 12,000 interviews. 
Essen. 
T A.C. Nielsen Co. NS “Continuous, quantitative tele- | ‘“Meter-based measurements.” 
Contact New York Office. vision audience measurements.” 
575 Lexington Ave., 
New York, N.Y. 
Ireland P O’Kennedy-Brindley Ltd., “The Nielsen Adult readers of national morn., | House-to-house interview. 
64 Lower Gardiner St., Study of eve., weekly, periodical press. 
Dublin. Readership in National sample, 26 counties. 
the Republic Adults of 15, up. 
of Ireland, 
1958” (by A.C. 
Nielsen of 
Ireland, Ltd.) 
R,T i “The Listener- Radio audiences approx. 70% of | House-to-house interview. 
ship Survey of all households in the 26 counties. 
Sponsored 
Programme 
Hours, 1960” 
Italy International Chamber of 
Commerce, 38 Cours Albert 
I, Paris, cites: 
R,T (1)}Servizio Opinioni of the NS 1 panel, 400 adults, TV families. | Correspondence with panel 
Italian Radio-TV Corp. 4 panels, 400 adults each, R | members. 
(RAT) families. Purpose: “to assess the 
welcome given to each R and 
TV program”. 
NS 83 calls on 400 persons in 11 | Telephone survey. 
main towns (TV). Purpose: 
same as above, limited to certain 
TV night programs. 
NS 2 nat’l surveys; stratified sam- | Direct interviews. 
ple; 5,000 in first, 15,000 in sec- 
ond. Obj.: to assess audience of 
each program; 2 periods, 15 days 
each. 
R,T (2)}Italian Union of NS To assess duplication of avg. NS 
Advertisers (UPA) daily audience for main media; 
both sexes, 16 and over; strat- 
ified for sex, age, social class, 
region, town size. 
R,T (3)}|DOXA Research Institute “ Audience National scope; sample of 2,000 | Interview. 
Barometer persons; obj.; assess size of audi- 
Service” ence during the day preceding 
the interview. 
R (4) |“SIRM” (no further NS National, regional radio audi- NS 
identification given) . ence surveys to assess listener- 
ship frequency per quarter hour. 





14° 


THE INTERNATIONAL ADVERTISER ° 


NOVEMBER 1961 


ane . 


a 


Pres 
year 


Mor 


“Pu 
twic 
mor 
“yea 


Reg 


4-5 
ten 


Inte 
nua 


NS 
one 


Twi 


—_—@ 





Frequency 


Distribution 


Comments of Source 


Coverage by 
ICC Studies 





NS 


One survey, 1958. 


Presumably twice a 
year (Ed.) 


Monthly. 


“Published weekly, 
twice a month or 
monthly.” Also, a 
“yearly study.” 


Regular. 


4-5 years, “‘in- 
tended,” frequency. 


Intended to be an- 
nual. 


“From time to 
time.” 


NS (apparently a 
one-time survey.) 


Twice per quarter. 


NS 





Only to subscribers (advertisers, agen- 
cies, state and private stations) . 


Free to advertisers and agencies. 


Financed by advertisers, agencies, me- 
dia for their use. 


Available to public. 


“Team-work of public relations agen- 
cies and editors of magazines and 
publishing houses.” 


Private, for sale to general public. 


Cooperative effort, reports restricted 
to members. 


“For private circulation to interested 
parties.” 


Available to public. 


NS 


NS 


“Results sent exclusively to members.” 


Private, for sale to general public. 


Private, for sale to general public. 





Publicis Corp., 610 Fifth Ave., New York, provides the follow- 
ing: ETMAR (Institute pour l’Etude des Marches en France 
et a l’Etranger) 20 rue d’Aumale, Paris. 


Stations provide free maps of their potential audiences. 


“The yearly study is carried out in 5 waves, each... 
covering 4 weeks. Purpose...to determine the range of the 
45 magazines within the total population and various pop. 
groups. Analyzes the readership structure of the different 
magazines and shows which...are read by same groups. It 
also... questions for the media journals, ‘T.V.-Advertising’ 
and ‘Broadcast Advertising’ but the range... is not pub- 
lished.” 

Nielsen and Atwood have agreed with Infratest (Co.) of 
Munich, “to form a new company to conduct... television 
audience measurements...to be called ‘Infratam G.M.B.H.’ 
At present ...Germany has one TV service, which accepts a 
limited amt. of advertising. A second net. which is expected 
to carry advertising ...is planned for early 1961.” 
Commisioned by The Irish Assoc. of Advertising Agencies. 
Done, Mar.-Apr.-1958, by A.C. Nielsen of Ireland, Ltd. “It is 
anticipated (Mar. 61) ... Associated Irish Newspapers will 
... publish readership information.” 


Commissioned by Radio Eireann (nat’l. authority), done, 
May-June 1960 by A.C. Nielsen of Ireland Ltd. “Programme 
Popularity Survey” of sponsored and station programs and 
a nat’l. survey of listenership during the hour for commercial 
spot announcements, prepared in Spring, 1961. Television 
studies to begin in 1962. (Ed.) 





ICC/AD, 
F, p. 2, 4. 


ICC/AD, 
Ger. p. 4. 
ICC/250 


p. I. 





NOVEMBER 1961 °* THE INTERNATIONAL ADVERTISER ° 15 









































—- me 
Country Medium Source of Information Title of Survey Nature, Extent of Coverage Measurement Method F 
— 2. 
Nether- 4 Nederlandse Stichting voor NS All print media, dailies, week- | House-to-house interview. 
lands Statistiek, ’s-Gravenhage, lies, monthlies. 
Bankaplein | A. (INRA- 
Netherlands) . 
R Dr. J. van Rees NS Radio audiences. NS “Occa 
N.V. Philips’ Gloeilampen- -_ 
fabrieken, Eindhoven. 
Norway P.C, | Instituttet for Marked- “Fakta on 3 Newsp. and weekly readership; | House-to-house interview. Annu: 
sforing, Wergelandsveien 7, Types Media” cinema audiences; sample as % : 
9. Etasje, Oslo, cites: of universe, 0.5%, male pop., 
“Fakta” Instituttet for 0.4%, female. 
Markedsforskning, Oslo. 
(INRA-Norway) . 
Portugal International Chamber of | 
Commerce, 38 Cours Albert 
I, Paris cites 
R Portuguese govt. (no NS Potential station coverage, Lis- NS poe 
further identification) . bon. “PP ) 
time | 
years 
Sweden P,C, | Marknadskonsult Lennart “‘Media-Index”’ Pub. circulations, full coverage; | Nationwide mail survey; hous. Surve 
R,T | Flink Co., Roslag’sgat 9 Radio and TV coverage, limited. | to-house interview on stric ly 
Stockholm (INRA-Sweden) Sample for Pub. as % of uni- | probability sample. anil 
verse, 0.3%. 
Switzer- P Dr. Peter Smolensky “Marken-Revue Readership in diff. social clas- | House-to-house interview. Rico 
land “GfM”" Gesellschaft fur of GfM” ses, age-groups, regions, for most tal 
Marktforschung, Dorf- (Brand- important 8 weekly, twice-week- one 
strasse 29, Postfach, Zur. 37 Barometer) ly magazines. Ger. and Fr. Switz- grouy 
Zurich 10. erland. Sample, 3,000 out of 
(INRA-Switzerland) . 1,500,000 households. 
United P,C, | Mark Abrams, Research “National Special emphasis on _ printed | House-to-house interview. “Twi 
Kingdom R,T | Services, 110 St., Martin’s Readership media. Less detailed re R, TV, 
Lane, London, W.C. 2. Survey” cinema. Sample 16,000, univ., 
(INRA-United Kingdom) 35,000,000 or 0.046%. 
' 
T | A.C. Nielsen Co., NS Television audiences: size, home | “Meter based measurements.” Regi 
575 Lexington Ave., characteristics, composition. 
New York, N.Y. 
PACIFIC 
Australia R,T | The McNair Survey Pty. NS R and TV audiences in Sydney, | House-to-house interviews, aud 17 7 
Ltd., 40 Miller St., Melbourne, Adelaide, Brisbane. | ited by house-to-house and tele year: 
North Sydney, N.S.W. Each survey based on 1,000 to} phone interviews. Melt 
(INRA-Australia) 1,500 R and TV homes, spread aide, 
. over a wk. and divided into 7 Radi 
matching sub-samples. vear. 
P McNair NS Newsp. and mag. readership. Same as above. “Irre 
inter 
R,T | McNair cites NS Radio and Television audiences.| Diary method. 
The Anderson Analysis 
Pty., Ltd. (see ““Comments”.) 
New R,T | Carlton-Carruthers du NS Radio and Television audiences, NS Ire 
Zealand P | Chateau Ltd., 111 Moles- readership surveys. 
worth St., Wellington, N.Z. 
WORLD wad 
Wherever P Office of Certified “Audit Report” | Survey in 2 parts: 1, total cir-] Medium adjusts records to rulé Ann 
audience Circulation, Inc. (Oficina culations of newspapers; 2, avg.} and regs. of O.C.C. which the 
measure- de Circulacién Certificada, daily cir., for the year and geo-| audits the records. 
ment Inc.) , 22 E. 66th St., graphic dist. 
services New York. 
are non- : 
existent. _ 
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Frequency 


Distribution 


Comments of Source 


Coverage by 
ICC Studies 





NS 


“Occasional.” 


Annually. 


Apparently a one- 


time survey, ‘a few 
years ago.” 


Survey made week- 
ly, reported an- 
nually. 


Monthly for the to- 
tal, 1/2 quarterly, 
annually for 
groups. 


“Twice a year.” 


Regular. 


Cooperative effort, several associations; 
will be available to public. 


Not for general publication. 


Private, for sale to general public. 


Available to the public, (assumed) . 


Private, for sale to general public. 


Private, for sale to general public, i.e. 
clients of GfM Brand-Bar. service. 


Coop. effort by several associations; for 
sale to general public. 


Private, for sale to general public. 


Presently, “... readership surveys are carried out (for) in- 
dividual publishers ...due to the fact that most periodicals 
are subscribed to (making sampling easy) . ... majority of the 
smaller printed ...media have no...surveys.” A national 
readership survey is in preparation. Contact NIPO, Wester- 
dokhius, Barentszplein 7, Amsterdam. (Ed.) 


“Commercial radio does not exist here, although commercial 
transmissions in Dutch are (made) from Radio Luxemburg 
(which) makes...surveys to establish its audience...” 


“The media questions are tied in on the master question- 
naire for Fakta’s Purchase Index (nationwide) .” 


“Readership per brand-buyers is available... GfM is doing 
quite a lot of readership-surveys for editors of regional 
circulating media.” No radio nor television advertising in 
Switzerland. (Ed.) 


The “National Readership Survey” is a project of the “J.P.A.” 
(Institute of Practitioners in Advertising) , 44 Belgrave Square, 
London, S.W. 1. 


Nielsen and “the Atwood Group” jointly own the United 
Broadcast Audience Research Ltd. (UBAR) of London; 
“UBAR’s...subsidiary, Television Audience Measurement, 
Ltd., operates the industry-sponsored “TAM’ audience 
measurement service.” 


ICC/AD, 
NL p. 2 
thru 8. 


ICC/AD, 
Nor. p. 
4 thru 8. 


1CC/250, 
p. 13. 


ICC/AD, 
S. p. 10 
thru 16. 


ICC/AD, 
CH. p. 2 
thru 6. 


ICC/AD, 
GB, p. 6 
thru 10. 
ICC/250 
p. 13. 





17 TV reports per 
year: 6, Sydney, 6, 
Melbourne, 3 Adel- 
aide, 2 Brisbane. 8 
Radio surveys per 
year. 


“Irregular 
intervals.” 


NS 


Irregular. 


Private, for sale to general public on 
a subscription basis. 


Cooperative effort by various sponsor- 
ing organizations. Restricted. 


NS 


NS 


“The four cities are the only cities in Australia which have 
competitive, commercial television services.” 


Are prepared to make “extremely elaborate” magazine sur- 
veys. (Ed.) 


“The...other firm which operates similar services is The 
Anderson Analysis Pty. Ltd., Caltex House, 167 Kent St., 
Sydney.” 


“The National Commercial Broadcasting Service did an audi- 
ence survey ... The New Zealand Herald .. . has done a reader- 
ship survey...a media survey (was) commissioned by the 
New Zealand Provincial Press Inc. (and done by) Lintas 
Proprietary Ltd., (Wellington) (which) has also done sur- 
veys for the Assoc. of New Zealand Advertising Agencies.” 


ICC/AD, 
AS, p. 2. 
ICC/250 
p. 2. 





Annual. 





Cooperative effort of advertisers, agen- 
cies, newsp. editors. Restricted to their 
use. 





“Established by Interamerican Press Association . .. to measure 
and control the paid circulation...” Also, “to have circula- 
tion audits accepted ‘as normal practice throughout the world 
under uniform rules and standards.” 
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BASSOUL, MADELEINE MariE, General Manager, Publicité Bassoul, 
Lazarieh Bldg., A 1, Syrie St., Beirut, Lebanon. 


BarscH, PAUL OTTo, Owner, BAE Werbung, Berliner Announcen- 
Expedition GmbH, Kurfiirstendamm 182, Berlin W 15, Ger- 
many. 


Baupry, JACQUES, President, Damour Publicité, 15 rue Galvani, 
Paris 17, France. 


BENARROCH LaARsy, MEsop ForTUNATO, Director General, Dardo, 
S.A. de Publicidad I. y C., Plaza del Allao, 4 (Palacio de la 
Prensa) , Madrid, Spain. 


BOWEN, FRANCIS ALLAN, Foreign Advertising Manager, The 
Parker Pen Company, Court & Division Sts., Janesville, Wis. 


BREEN, JOHN D., Advertising Manager, Amchem Products, Inc., 
Ambler, Pa. 


Brown, WILLIAM H., Manager of Marketing Department, Na- 
tional Vulcanized Fibre Co., Maryland Avenue & Beech St., 
Philadelphia, Pa. 


Browne, Harpwick L., Manager, Industrial Products, Int’l. 
Division, Harnischfeger Corporation, 4329 West National Ave., 
Milwaukee, Wisc. : 


Caro, Rosert L., Director, International Division, Erwin Wasey, 
Ruthrauff & Ryan Ltd., Williams House, Eastbourne Terrace, 
London S.W. 3, England. 


CurisTIAN, GEORGE LLEWELLYN, III, Advertising & Public Rela- 
tions, The Budd Company, 2450 Hunting Park Ave., Philadel- 
phia 32, Pa. 


CROHN, RICHARD J., President, Promotion Consultants, Inc., 31 
Union Square W., New York 3, N. Y. 


DieErikx, JAcQues, Advertising Manager, Société d’Editions Pé- 
riodiques S.A., 34-38, rue Van Schoonbeke, Antwerp, Belgium. 


DreHER, Ernest A., President, Monroe F. Dreher, Inc., 30 Rocke- 
feller Plaza, New York 20, N.Y. 


EMERY, ALBERT W., Executive Vice President, Harris D. McKin- 
ney, Inc., 12 South 12th St., Philadelphia 7, Pa. 


Fe1jo. y Fe1jo, Enrique, Director Gerente, “AR” Compania 
Ibérica de Publicidad, S.A., Princesa, 1, planta 5a, Torre de 
Madrid, Madrid, Spain. 


FELLOws, JOHN Howarpb, Advertising Manager, The Timken Rol- 
ler Bearing Company, 1835 Dueber Ave., $.W., Canton 6, Ohio. 


FELLOWS-GorDON, Bruce A., European Advertising Director, Asia 
Magazines Ltd., 29 Eccleston St., London S.W. 1, England. 


FULGHUM, JAMES THOMAS, Publicity Manager, International Tele- 
phone & Telegraph Corp., 5, Blvd. de l’Empereur, Brussels 1, 
Belgium. 


GARCIA DE VINUESA, JUAN MANUEL, Ancema S.A. Publicidad, 
Ferraz 19, Madrid 8, Spain. 


GarrIGA Puic, Jorce, Advertising Manager, Comercial Nestle, 
S.A., Aragon, 246, Barcelona, Spain. 


GRANT, WILLIAM Francis, Vice President, William Jenkins Ad- 
vertising, Inc., 112 S. 16th St., Philadelphia 2, Pa. 


Groves, RicHarp Hucu, Marketing Manager, Iron Age Metal- 
working International, Chestnut & 56th Sts., Philadelphia 39, 
Pa. 
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GUASTELLA, MARIANO, J. M. Mathes Company, 260 Madison Ave- 
nue, New York, 16, N. Y. 


GUERRA ZUNZUNEGUI, JOSE Maria, Secretario-Consejero, Movie- 
record, S.A., C/Martires de Alcala, 4, Madrid, Spain. 


HARMER, HOWARD WHITE, Assistant Export Manager, Ballagh & 
Thrall, Inc., 1010 Schaff Bldg., Philadelphia 2, Pa. 


HEASTON, FRANK EUGENE, Vice President & Director of Market- 
ing, Gardner Advertising Company, 370 Lexington Ave., New 
York 17, N. Y. 


HitcH, Henry HiIccInson, Asst. Advertising Manager, Inter- 
national Avon Products, Inc., 30 Rockefeller Plaza, New York 
20, N. Y. 


Hook, GeorcGe Tuomas, Publisher, Iron Age Metalworking In- 
ternational, Chestnut & 56th Sts., Philadelphia 39, Pa. 


Howarp, Rosert O., Advertising Manager, International B. F. 
Goodrich, 500 South Main St., Akron 18, Ohio. 


Hunter, DONALD F., Vice President & Managing Director, Mac- 
Lean-Hunter Publishing Co., Ltd., 481 University Ave., To- 
ronto 2, Ont. 


JeHoupA, DANIEL Z., President, Publicité Le Scribé Advertising, 
7, avenue du Theatre, Lausanne, Switzerland. 


JORDAN JORDAN, SANTIAGO, Director, Danis, Publicidad Técnica, 
Gran Via, 58, Entlo., Bilboa, Spain. 


KINGSLEY, NORMAN W., Advertising Manager, McCullouch Inter- 
national Inc., 6101 W. Century Blvd., Los Angeles, Calif. 


LEACH, JOHN HeErserT, Vice President, Gardner Advertising Com- 
pany, 915 Olive St., St. Louis, Mo. 


Mac FARLAND, DUANE F., Manager, Advertising & Sales Promo- 
tion, Continental Oil Company, Petrochemical Div., 1270 Ave- 
nue of the Americas, New York 20, N. Y. 


Mark, IrvinG, Media & Research Director, Arndt, Preston, Cha- 
pin Lamb & Keen, 1528 Walnut St., Philadelphia 2, Pa. 


MAXWELL, WILLIAM H. Part Owner and Executive Vice President, 
Maxwell Associates, Inc., One Belmont Ave., Bala-Cynwyd, Pa. 


MILLE, GILBERT ALBAN, General Manager, Exlair Publicity, Rue 
des Capucine Imm. Sehnaoui, Beirut, Lebanon. 


MONCREIFFE, CHARLES, General Manager, International Div., 
Mather & Crowther Ltd., Brettenham House, Lancaster Place, 
London W.C. 2, England. 


Morpurco, RALPH, Director, Albert Milhado & Co., Ltd., 140 
Cromwell Road, London S.W. 7, England. 


Morse, DaAvip GUILFORD, Account Executive, Batten, Barton, 
Durstine & Osborn, 1640 N. W. Bank Bldg., Minneapolis, Minn. 


MOUFARRIGE, Dr. GEoRGE TAUFIK, Chariman, Express Advertising, 
Lazarieh Bldg., P.O.B. 1757, Beirut, Lebanon. 


MUSMANNO, VICTOR N., Manager, Advertising & Market Develop- 
ment, F. J. Stokes Corporation, 5500 Tabor Road, Philadelphia 
20, Pa. 


NOBLE, ALBERT SIDNEY, President, Albert Sidney Noble, Adver- 
tising, 52 Vanderbilt Ave., New York 17, N. Y. 


NORDENSK JOLD, Hans, Manager, Foreign Advertising Dept., Stock- 
holm-Tidningens AB, Vattugatan 12, Stockholm, Sweden. 


OcHs, CHARLES RAYMOND, Advertising Department, Philco Inter- 
national Corp., “C” & Tioga Sts., Philadelphia, Pa. 


PAUL, ROBERT, Advertising Manager, KLM Royal Dutch Airlines 
Hendrikplein 13, Curacao, N.W.I. 


PETITJEAN, MME. ELIZABETH, Societé REX-SEPI Ltd., 5, Avenue 
George V, Paris 8, France. 


PORCELLANA, Dr. ANGELO, Direttore dell’Ufficio Pubblicita, Philco 
Italiana S.p.A., Piazza Cavour 1, Milan, Italy. 


Root, JoHN T., Manager, Advertising & Public Relations, Alan 
Wood Steel Company, Conshohocken, Pa. 














RuTTER, RoBERT, Director, International Dept., J. Walter Thomp- 
son Company Ltd., 40, Berkeley Square, London, W.1, England. 


SHEPPARD, HAMBLETON, Manager, Advertising & Sales Promotion, 
Lukens Steel Company, Coatesville, Penna. 


SMITH, GEORGE REID, Director of International Sales, The Ester- 
brook Pen Company, Box 230, Camden 1, N. J. 


Smit, Witty, Managing-Director, Publi-Cerdo S.A., 45, rue du 
Pépin, Brussels, Belgium. 


Suares, CARLOS BELISARIO, Publicidad Peru, S.A., Av. Tacna 592, 
Lima, Peru. 


TayLor, Gordon Epcar, Senior Vice President, Reincke, Meyer 
& Finn, Inc., 520 N. Michigan Ave., Chicago. 


THEODOLI, Fitipro M., Vice President, Gardner Advertising Com- 
pany, 370 Lexington Ave., New York 17, N. Y 


Trad, RENE, Advertising Manager, The Press Cooperative, P.O.B. 
226, Beirut, Lebanon. 


VAN DER MOLEN, G. A., Advertising Manager, N. V. Philips- 
Duphar, Apollolaan van der Veenstraat 110, Amsterdam, Hol- 
land. 


VeERSCHOOR, WILLIAM JOHN, District Manager, The Penton Pub- 
lishing Company, 200 Wynnewood Avenue, Wynnewood, Pa. 


WatsH, MicHAEL A., Media Director, Aitkin-Kynett Co., Inc., 
1400 So. Penn Square, Philadelphia 7, Pa. 


WALTERS, KENNETH L., 7 East 42nd St., New York 17, N. Y. 

WATANABE, SHINSUKE, President, Nikkatsu Express Co., Ltd., 
Nikkatsu Int'l Bldg., No. 1, l-chome, Yuraku-Cho, Tokyo, 
Japan. 

Waucu, JosepH T., Vice President, Maxwell Associates, Inc., One 
Belmont Ave., Bala-Cynwyd, Pa. 


WESTLING, INGVAR H., Publisher, Stockholms Tidningen — Aften- 
bladet, Vattagatan 12, Stockholm, Sweden. 


WuitE, FRANK W., Advertising Manager, SKF Industries, Inc., 
Front St. & Erie Avenue, Philadelphia, Pa. 


miscellanews 


Publicidad y Mercadeo has been launched under 
the auspices of the Venezuelan Federation of Adver- 
tising Agencies (FEVAP) as a trade publication de- 
signed to reach “all echelons of the advertising and 
marketing industry: the beginner; the seasoned, self- 
taught old-timer; the sales manager who must ‘double 
in brass’ and direct the advertising program of his 
firm; agency personnel, from top level executives, 
through the all-important media-buyer, down to the 
office boy, eager to learn the trade and get ahead (he 
will be influential tomorrow, don’t forget ).” 

The announcement goes on to say that P & M will 
be “a sensitive stethoscope on the hearbeat of the ad- 
vertising and marketing industry in Venezuela, reflect- 
ing similar conditions and trends in other Latin Amer- 
ican countries”. Publication office is located at Av. 
Las Marias, Qta. Alix, El Pedregal, Caracas. 

* 


“Advertising Conditions in Western Germany” 
based on a speech by Mr. S. G. Cogswell of Lintas, 


GmbH, Hamburg, has been issued in booklet form 
and is available on request to the Institute of Practi- 
tioners in Advertising, 44 Belgrave Square, London 
S.W. 1. 


The European Association of Advertising Agen- 
cies has moved its headquarters to Dufourstrasse 155, 
Zurich, Switzerland. 


Doyle, Dane, Bernbach GMBH has been set up in 
Diisseldorf to be operated jointly by the U.S. agency 
Doyle, Dane & Bernbach Inc. and the German agency 
Von Holzschuher & Bauer. 


Spencer Stuart & Associates Inc., management 
consultants, have established an office at 680 Fifth 
Avenue, New York, to coordinate their North Amer- 
ican, Latin American and European services. 


Publicis, S.A., Paris, has been appointed by Clairol, 
Arrow Shirts and The First National City Bank of 
New York as their advertising agency. 


Marsteller, Inc. (formerly Marsteller, Rickard, Geb- 
hardt and Reed, Inc.), New York advertising agency, 
has established a subsidiary in Geneva, Switzerland, 
under the name Marsteller International, S.A. H. 
Burson, President of Burson-Marsteller Associates, the 
public relations arm of the agency, was named pres- 
ident of the Swiss company. 

The agency has also acquired a minority interest in 
Roles and Parker Ltd., London, and will operate a 
separate agency in Brussels jointly with Bodden & 
Dechy, Belgian advertising agency. 


The American Association of Advertising Agen- 
cies has elected John Chrichton, former editor of Ad- 
vertising Age as President. Marion Harper Jr., chair- 
man of the board of Interpublic, Inc., was elected 
chairman of the board of the 4-A. 


The London public relations firm of Galitzine and 
Partners Ltd., headed by Prince Yursea Galitzine, and 
the Chicago based firm, The Philip Lesly Company, 
have joined hands across the sea in the formation of a 
new, jointly owned, international public relations 
agency. 

*% 


Eastern Psychograph Private Ltd., Bombay adver- 
tising agency, has changed its name to Graphic Ad- 
vertising Private Ltd. 


NOVEMBER 1961 ° THE INTERNATIONAL ADVERTISER * 19 








ADVERTISEMENT 


ADVERTISEMENT 








INTERNATIONAL MARKETING SERVICES 


‘A classified listing of U. S. advertising agencies which offer a full international service through branches 
and associates abroad, and of firms engaged in international market research and public relations. 





ADVERTISING AGENCIES 


G. M. Basford Co., 60 East 42nd Street, New York 17, 
N. Y. Tel.: MUrray Hill 2-2838. Cable: BASFORDADS, 
N. Y. Advertising - Marketing - Public Relations. Serv- 
ing 15 clients in international markets. Affiliated with 
Intam, London with offices in Italy, Rhodesia and the 
Union of South Africa, and associate agencies in 65 
countries. For further information, contact John Sasso. 

* x 

Campbell-Ewald Company, Inc. Detroit, Michigan, Ad- 
vertising well directed throughout the free world. Ad- 
dress International Department, 488 Madison Avenue, 
New York 22, N. Y. Tel.: Murray Hill 8-3400. Cable 
NYEWALD. 

Monroe F. Dreher, Inc., 30 Rockefeller Plaza, New York 
20, N. Y. Tel.: Circle 6-6675. Subsidiaries: Monroe F. 
Dreher, Ltd., Dominion Square Building, Montreal, 
Quebec, Canada. Tel.: UNiversity 6-4715. M. F. Dreher 
International, S. A., Nassau, Bahamas. Affiliates in 
Brazil, England, Colombia, Germany, Mexico, Vene- 
zuela. 

* 


Foote, Cone & Belding, 247 Park Avenue, New York 17, 
N.Y. Tel.: YUkon 6-8000. Fully-Owned Branches in 
Canada, England, Germany and Mexico. Affiliate 
agencies in 52 countries. 

* 


Foreign Advertising & Service Bureau, Inc., 342 Madi- 
son Avenue, New York City. Established in 1903. 84 
associates in 116 countries. Member Association of In- 
ternational Advertising Agencies. Public Relations af- 
filiate: Communications Worldwide, Inc. 

* OK 


Gotham-Vladimir Advertising, Inc., 342 Madison Ave- 
nue, New York 17, N. Y. Branches in Chicago — San 
Francisco — San Juan, P. R. International Advertising, 
Public Relations, Research and Marketing Counsellors 
since 1908. One of the pioneers in the international 
field, currently serving more than 50 clients in every 
free country throughout the world. 


* 


MacManus, John & Adams, Inc., 444 Madison Avenue, 
New York 22, N. Y. staffed to handle complete market- 
ing communications programs, including all phases of 
advertising, collateral, trade fairs, product publicity 
and public relations for both consumer and industrial 
products. Strong affiliate network reaches every corner 
of free world. 
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Marsteller International S.A. — Burson Marsteller In- 
ternational New York Office...800 Second Ave., 
New York 17, N. Y. Tel.: YU 6-6161 Geneva Office... 
11 Rue d’‘Italie, Geneva, Switzerland, Tel.: 25 93 88. 
Complete advertising-public relations services for com- 
panies engaged in supplying industrial goods and 
services. Fully-staffed offices in London, Brussels, and 
Geneva. 

* OK 

McCann-Erickson Corporation (International), 485 Lex- 
ington Avenue, New York 17, N.Y., Tel.: OXford 7-6000. 
Offices in Canada, Belgium, England, France, Germany, 
Italy, Netherlands, Switzerland; Argentina, Brazil, Chile, 
Colombia, Ecuador, Mexico, Peru, Puerto Rico, San Sal- 
vador, Uruguay, Venezuela; Australia, Japan. Service 
in other world markets through associated agencies. 

* 

Robert Otto & Company, Inc., Headquarters: 25 West 
45th Street, New York. Branch offices: London - Buenos 
Aires - San Juan - Mexico City. 56 long established as- 
sociates throughout the world. Also an operating world- 
wide public relations organization. 

Fletcher Richards, Calkins & Holden, Inc., 730 Fifth 
Avenue, New York 19, N. Y. Tel.: JUdson 6-5400. Six 
branch offices in U.S. and Canada. Maintains no over- 
seas branches. Supervises and directs advertising and 
marketing activities abroad through clients’ local of- 
fices and/or local advertising agencies. 

* 

James C. Seix Company, Inc., 331 Madison Avenue, New 
York 17, N. Y. Tel.: MUrray Hill 6-6363. International 
Advertising, Public Relations, Sales Promotion and Sales 
Development. Specialists in U. S., Puerto Rico, Spain 
and India. Branch offices in Madrid and Barcelona. 

*K X 


Van Brunt & Co. Advertising - Marketing Inc., 355 
Lexington Ave., N.Y.C. MU 7-0770. Exclusive U. S. af- 
filiate of EMA, International Advertising Agency Net- 
work, offices in Argentina, Austria, Australia, Belgium, 
Brazil, Canada, Denmark, Finland, France, Germany, 
Great Britain, Greece, Holland, India, Iran, Ireland, 
Israel, Italy, Japan, Lebanon, Netherlands, Norway, 
Portugal, S. Africa, Spain, Sweden, Switzerland, Turkey. 





MARKET RESEARCH 


Erdos and Morgan Research Service, 111 Fourth Avenue, 
New York 3, N. Y. Algonquin 4-6970. Specialists in 
domestic and foreign mail surveys, and the tabulation 
of questionnaires in English and other languages. Dr. 
Paul L. Erdos @ Arthur J. Morgan. 





ADVERTISEMENT 








This directory appears three times 
a year, in March, July and Novem- 
ber. Rates upon application to THE 
INTERNATIONAL ADVERTISER. 








International Research Associates, Inc., 350 Fifth Ave- 
nue, New York 1, N. Y. Integrated marketing research 
facilities in the U. S. and thirty-four countries of Europe, 
Latin America, Africa and the Far East. Industrial and 
Consumer Studies. Economic Analyses. Sales Forecasts. 
Advertising Evaluation. Media Research. Employee and 
Community Relations Studies. 


* 


Market Facts Roc International, a Division of Market 
Facts, Inc., 39 S. LaSalle St., Chicago 3, Ill., ST 2-3868, 
Cable: MARFAX. Product and package testing; studies 
of advertising effectiveness; surveys of distributive pro- 
cesses and costs; assessment of marketing methods; and 
attitudinal studies conducted in major trading areas of 
the Free World. 


* xX 
Monroe Mendelsohn Research, Inc., 247 Park Avenue, 


New York 17, New York. Complete Marketing Research 
Service Rendered Throughout the “Free” World. 





PUBLIC RELATIONS 


Barnet and Reef Associates, Inc., 445 Park Avenue, New 
York, N. Y., international public relations and market- 
ing organization with PR INTERNATIONAL INC. offices 
in 48 countries of the world. Offers complete public rela- 
tions counseling and operations in international field. 


* 


Ruder & Finn Inc., 130 E. 59th St., New York, N.Y. One 
of the largest public relations firms in the world. Active- 
ly engaged in every international market. We will be 
glad to consult with you on your problems. Brochure 
on international marketing available on request. 





DIRECT MAIL 


Dillon, Agnew & Marton, Inc., 654 Madison Avenue, 
New York 21, N. Y. Tel.: PLaza 2-0170. Branch offices: 
Amsterdam — London. International direct mail adver- 
tising and market research. European mailing lists, 
printing, production and translations. Creative services 
for European market. List catalog and presentation 
about DA&M facilities on request. 








PERSONAL NOTES 





James B. McCuaig has been appointed Manager of 
Iron Age and Metalworking International for the 
Chicago and surrounding area. 

o 


Arthur A. Kron, President of Gotham-Vladimir 
Advertising, Inc., has been reelected President of the 
Office of Certified Circulation, Inc. Arthur B. Whit- 
comb of Visién magazine was elected Vice President 
and James B. Canel, former manager of the Inter 
American Press Association, Secretary-Treasurer. 

e 

Jean Rabsey has rejoined the New York office of 

Robert Otto & Company as associate media director. 
e@ 

Curt G. Neumeister, formerly associated with 
Troost Werbeagentur has joined the Gesellschaft fur 
Absatzberatung m.b.H., Cologne, as partner. 





MEDIA NOTES 





New rates for Rosita and Panorama, Dutch and 
Belgian weekly magazines, and an increase in circula- 
tion to well over 250,000 and 150,000 resp., have been 
announced by Gerald P. Weeren, American represent- 
ative of these publications. 

Sa 


The 1961 edition of the International Commercial 
Television Rate and Data Book has now been issued. 
It contains vital statistics and specially drawn two-color 
maps showing the area, range and coverage of every 
TV station in the world, outside of the United States 
and Canada which are already well documented else- 
where. Published by World Press News and Adver- 
tisers’ Review, 9-10 Old Bailey, London E.C. 4. 

e 


Newsweek International is introducing a new type 
advertising page in both its Pacific and European Edi- 
tions. This page, called the “International Business 
Bulletin Board’’, is designed for material which has 
definite news value in the international field, rather 
than an advertiser’s normal claims for his product. 

o 

Intercontinental Services, Ltd., New York, has 
been appointed U.S. Mainland Representatives of The 
Quality Broadcasting Network, Puerto Rico’s first 
English language network. 

e 

European Markets 1961/62 will bé published in 
February by the German economics and financial 
newspaper Handelsblatt, represented in Europe by the 
Milhado organization. 
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A special supplement is to be published simultane- 
ously by one leading newspaper in each of the eight 
countries in the Middle East. This is a once-only proj- 
ect designed to create demand for British goods and 
services in the Arab countries, and all advertising and 
editorial matter will be supplied from England. 

Sponsors are the Arab Advertising and Publishing 
Company of Cairo and Levant Screen Services of 
Beirut. Rank Screen Services Ltd., are the London rep- 
resentatives. 





The 6th Annual United States World Trade Fair 
will be held in the New York Coliseum from May 
11-22, 1962 and in conjunction with the Fair, New 
York City will present an International Open House 
Program for visitors from abroad. 

The Fair will be set up in four separate classifica- 
tions, each of which will represent a trade fair in itself 
for its own group. The first group will include inform- 
ation offices, trade promotion, transportation, tourism, 
foreign investments, institutional exhibits, service org- 
anizations and publications. Group 2 will be the whole 
range of consumer goods. Group 3 will display light 
industrial products. Group 4 will be comprised of food 
and beverage displays and a retail samples section. The 
fair will also feature special events and displays such 
as national restaurants and bars, a fashion show, travel 
and industrial motion pictures. 


WANT TO SELL 
FARMERS OVERSEAS ? 





Y our farm market can be as wide and prosper- 
ous as the world! Now, many manufacturers of 
farm-use products enjoy a brisk export busi- 
ness. They depend upon two unique international 
magazines to reach leading ranchers, planters 
and commercial farmers. They use Agricultura de 
las Américas for its leading audited farm market 
coverage of Mexico, Central and South America. 


To generate sales in Africa, Asia, the Middle 
East and Oceania, the media choice is World 
Farming, also the leader in its field. Write today 
for informative Market and Media Folder. 


AGRICULTURA WORLD 
de las AMERICAS FARMING 





1014 WYANDOTTE ST., KANSAS CITY 5, MO. 
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THE EXPLOSIVE GROWTH... 

(Continued from page 7) 
went down to 53.3 per cent. After World War II two 
news picture magazines were launched, “Aktuell” 
(Actualities), in 1945 and “Na” (Now), in 1952. 
Both have become very popular. 

Two women’s magazines appeared also, “Kvinner 
og Klaer” (Women and Clothes) of the Aller con- 
cern and “Alt for Damene” (Everything for the ladies) 
of the Hjemmet concern, with an average net paid 
circulation in 1960 of 70,843 and 55,112 respective- 
ly. The two older women’s magagzines, “Alle Kvin- 
ners Blad” and “Norsk Dameblad,” had a circulation 
in 1960 of 153,235 and 97,071 respectively. Between 
them the Norwegian women’s magazines counted for 
an average net paid circulation in 1960 of 376,235 a 
week. In the same year the women’s magazines ac- 
counted for 28.2 per cent of all magazine advertising 
in Norway. 

The Ernst G. Mortensen Publishing Company may 
credit themselves with the greatest successes in the 
magazine field in postwar Norway. In the first place 
their family magazine, “Norsk Ukeblad,” took the lead 
in the family magazine group and won a solid num- 
ber one position with an average net paid circulation 
in 1960 of 265,620. Secondly, the Mortensen Com- 
pany was highly successful with its new magazine for 
men “Vi Menn” (We, the men), which climbed from 
an initial circulation of 31,055 in 1951 to 110,523 in 
1960. Thirdly, they started Norway’s first magazine 
for teenagers, “Det Nye” (New Things), in 1957, the 
circulation figures of which jumped from 49,493 in 
its first year to 119,908 in 1960. The popular women’s 
magazine, “Norsk Dameblad,” second biggest in its 
field, also belongs to the Mortensen Company, which 
has become the leading magazine publisher in Nor- 
way. 

In postwar years a great number of comics maga- 
zines have been launched in Norway, but only two 
have been really successful. They are “Donald Duck 
& Co.” published by the Hjemmet concern, and “Daf- 
fy,” published by the Aller concern. Weekly circula- 
tion figures in 1960 are 137,438 and 36,200 respec- 
tively. 

The leading magazine publishers in Norway are or- 
ganized in Foreningen Norsk Ukepresse (The Asso- 
ciation of Norwegian Magazine Publishers). Between 
them these publishers own 25 magazines of various 
kinds, and these 25 magazines account for an average 
circulation of 1.9 million out a total of 2.3 million. As 
to circulation outside of the Norsk Ukepresse group 
one magazine is above the 200,000 mark, four maga- 
zines range between 150,000 and 200,000, four be- 
tween 100,000 and 150,000, three between 50,000 and 
100,000 and thirteen are under 50,000. 

According to the market research agency Fakta, 85 
per cent of all Norwegian women and 75 per cent of 
all Norwegian men are magazine readers. Yes, maga- 
zines are indeed popular in Norway! 
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How do things add up in Asia? 


Savvy marketing men know that booming 
Asian sales add up to booming profits. Asia 
is in the midst of a great economic, cultural 
and intellectual surge. Asian countries now 
import industrial and consumer products 
and services from everywhere on the globe. 
It’s a market newly on the move — and 
The Asia Magazine is the new magazine 
moving with it. 

The Asia Magazine is Asia’s newest— 
and biggest — international publication. 
Here for the first time is a magazine with 
Asian-wide distribution created specifical- 
ly for Asians and about Asia. What better 
background for Asian selling? 

The Asia Magazine is published in Eng- 
lish—the common denominator of import- 
ant Asians in industry, government and the 
professions. It is distributed as a weekly 
supplement to the most respected English 
language newspapers in the Orient. First 
issues, just weeks ago, went to 732,000 high 
income families. Already the count is going 
up. That’s ten times the circulation of any 





other journal serving the area and a bonus 
over the magazine rate base that’s larger 
than the entire circulation of the next big- 
gest magazine! 

Yet The Asia Magazine is by far your 
most economical buy. The rate per page 
per thousand is 1/3 that of competing 
periodicals. More people at less cost. 

Call or write your Asia Magazine repre- 
sentative and ask to see a sample issue. 
You’ll soon see why more and more com- 
panies like Parker Pen, Pan American, 
Hitachi, Borg Warner, Toshiba, Rolex and 
American President Lines are placing their 
selling messages before important Asians 
through The Asia Magazine. 


e ,¢ 
theasiamaygazine 
210 East 58th Street, New York 22, New 
York PLaza 3-3821 


Offices in: Frankfurt, Hong Kong, London, New York, 
Osaka, Tokyo. 

Circulated in: Burma, Ceylon, Guam, Hong Kong, India, 
Indonesia, Japan, Korea, Okinawa, Pakistan, Philippines, 
Singapore/Malaya, Taiwan, Thailand, Vietnam. 





INDUSTRY? 


TRADE? 
FINANCE? 
ECONOMICS? 


He’s active in all of them. Manufacturers consult him on technical developments and sales trends; bankers 
base their decisions on his information; business men buy and sell on his advice; prophets in ivory towers 
suffer him to help them. He can help you too! 

Every day over 130,000 copies of the FINANCIAL TIMES reach over a quarter of a million influential business 
personalities throughout the world. There is no publication anywhere comparable to the FINANCIAL TIMES. 
It is recognised as the one daily newspaper whose inclusion in a campaign is essential for effective coverage 
of the world’s business community. 

In the last ten years alone, advertising revenue from outside Britain has grown twenty-fold; a telling tribute to 
the FINANCIAL TIMES’ ability to promote profitable business in world markets. Tell it and sell it through the 
FINANCIAL TIMES. 


Better business begins with THE FINANCIAL TIMES 
FREE NN 


INTRODUCTORY SUBSCRIPTION* é THE FINANCIAL TIMES 
See for yourself why so many of the Bracken House, 
world’s major international advertisers 10 Cannon Street, 
use THE FINANCIAL TIMES. London, E.C.4. 


Pm ee a a eee ee eee ee 
} Please send mea free copy of the Financial Times every day for three months* ! 


4 Street 


Country 
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* Available only to IAA members. 








